Social Networking Services (SNSs) allow individuals and small online retailers to engage in consumer-to-consumer social commerce (C2C s-commerce). It is a growing phenomenon in Thailand. This article seeks to articulate the driving forces behind the massive growth of C2C s-commerce in Thailand. Our preliminary literature review and observation reveal a set of interrelated drivers or dimensions fueling this growth: personality and motivation, user-generated content, ICT, and virtual community management. We postulate that these drivers are the main building blocks for C2C s-commerce adoption in Thailand. Researchers and practitioners can refer to these dimensions as they seek to reexamine C2C s-commerce in the context of Thailand or other emerging economies.
Introduction
Social Networking Services (SNSs) have changed the nature of online e-commerce by integrating social activities with commercial functionalities. Many features of modern SNSs' platforms entice individuals living in emerging economies to generate secondary income in their spare time. Facebook Messenger, Line chat, or WeChat can be used to establish relationships among buyers and sellers [1, 2] fueling the widespread adoption of Consumer-to-Consumer (C2C) social commerce. For example, in Thailand and the Republic of China, new and secondhand products and services are posted on Facebook and other SNSs such as Line, Instagram, and Pinterest to present product pictures and descriptions to potential buyers [1, 3] .
Many online transactions on SNSs initially take place among unfamiliar buyers and sellers, or between individual consumers. While e-commerce is changing how traditional retailers operate in developed countries, the emergence of C2C s-commerce has altered the nature of small or individual online businesses in Thailand. This article explores the underlying factors fueling the proliferation of C2C s-commerce in Thailand from the consumer's perspective. We propose four multi-faceted drivers that could better enhance our understanding of consumer behaviors supported by SNSs and gain new insights into the development of C2C s-commerce.
The Emergence of C2C Social Commerce
Social networking and mobile technologies have empowered users from being content receivers to content creators [4] . Smart mobile devices equipped with modern social, mobile applications bring consumers closer together than ever before. Fearing being left behind, established online retailers add multiple SNSs' functionalities into their e-commerce websites; thereby, creating what research commonly defines as social commerce (s-commerce) [5] . With s-commerce arrangements, consumers share knowledge about products and services via social networking applications, such as recommendations and referrals, ratings and reviews, online communities and forums, and blogs [6] . The sharing of knowledge, therefore, influences consumers' intention to buy from e-commerce websites [7] .
Nonetheless, most consumers and start-up retailers in emerging economies stimulated by socio-economic factors often find alternative uses of SNS platforms, which can bypass intermediary retailers. We refer to an instance where consumers using SNSs, often with the absence of intermediaries, conduct business transactions among themselves as C2C s-commerce. With the widespread adoption of SNSs, SNS providers continually strive to enhance their commercial functionalities, which in turn gradually facilitates the growth of C2C s-commerce. Advanced SNSs also empower consumers to be an integral part of C2C s-commerce. They can perform business transactions with other customers by taking advantage of SNSs' key features and functionalities.
A traditional s-commerce setting has three dimensions [8] : people (user behavior and adoption strategy), business (firm performance, business models, and enterprise strategies), and technology (network analysis and website design). The authors also define the four major commercial activities: social media marketing, enterprise management, technology support, and organizational management [8] . Wang and Zhang [9] examine the four critical dimensions, i.e., people, management, technology, and information, and explain the evolution of s-commerce from 2005 to 2011. According to the authors [9] , the people dimension in s-commerce refers to individual buyers and sellers, small or large groups, or online communities taking advantage of the technology. The management dimension is related to business strategies, business model, policies, processes, and opportunities for competitive advantage in s-commerce. Technological capabilities and advancements constitute the technology dimension. The information dimension refers to information processing in an s-commerce context from the beginning to the end including using generating, processing, and disseminating among consumers. These dimensions are interrelated and influence each other. From the practical viewpoint, well-connected online networking and consumers drive the progress of s-commerce, and in most cases, they promote the success of s-commerce via community building and customer relationship management.
However, with the emergence of C2C s-commerce, other potential factors are contributing to its success, including economic, social, and technological [2] . Bao and Volkovynska [2] propose the seller's dimensions of C2C s-commerce: 1) economic aspect (i.e., financial rewards), 2) social aspect (i.e., social rewards, cost, information support, emotional support, trust, commitment, satisfaction, information sharing, knowledge sharing, network, target audience, and popularity), and 3) technological aspect (i.e., usability, convenience, and security). By adhering to the previous studies [2, 8, 9] , the next section explains the key drivers of C2C s-commerce in Thailand.
The Creation of C2C S-commerce Framework in Thailand
We reiterate the four dimensions of s-commerce purposed by Wang and Zhang [9] (i.e., people, management, technology, and information) and repurpose their original dimensions as personality and motivation, user-generated content, information and communication technologies (ICT), and virtual community management. In this article, 'consumers' are referred to as either sellers or buyers, and their roles can be easily reversed to fit the context of C2C activities.
Personality and motivation capture the psyche of online consumers, including their motivation, personality, culture and any related emotionally driven attributes. Usergenerated content includes text, image, and multimedia that are generated by SNS User-generated Content Buyer-generated content Seller-generated content immediate money transfer, buyers use online/mobile banking for transaction fulfillment. Virtual community management includes business strategies, models, policies, and processes for building competitive or bargaining advantages among consumers. Before making a decision, buyers may seek sellers' historical sale information such as delivery history, product reviews and comments (user-generated content) created by other consumers via SNSs (ICT). Customers joining online purchasing groups must abide by written or unwritten rules and appropriate behaviors enacted by group administrators (virtual community management).
The Drivers of C2C S-commerce in Thailand
This section describes the driving forces behind each component of the framework (Figure 1 ). Our depiction of the driving forces is based on the experience of observing commercial activities which had taken place on Facebook, Line, and Instagram, etc.
As mentioned earlier, 'consumers' in the context of C2C can be either individual sellers or buyers, and their roles can be easily reversed-a vendor can assume the role of a buyer, and vice versa.
Personality and Motivation
Personality and Motivation refer to consumers engaging in C2C s-commerce settings.
Although age, gender, and education level have an impact on consumer intention to purchase [10] [11] [12] [13] , other personality and motivational factors, including traits, personal innovativeness, impulsive behavior, and self-efficacy are the crucial factors influencing consumer's buying intention. Personality traits have a positive impact on buying intention [14, 15] and can moderate online shopping behaviors [16] . We speculate that
younger, tech-savvy Thais who have a higher level of innovativeness and self-efficacy are likely to engage in C2C s-commerce activities.
While several studies find a positive relationship between impulsiveness and scommerce activities [3, 17] , we also found that customers' intention to buy can be increased by financial incentives or other motivational factors, i.e., perceived usefulness [10, 18] , convenience, minimal effort, cost, and time [10, 19, 20] . Research also shows that enjoyment, perceived playfulness, and perceived ease of use influence consumer intention to engage in s-commerce [21] [22] [23] . Since shopping seems to be one of the favorite leisure activities among Thais, being able to bargain for the lowest price successfully gives Thai buyers a sense of pride and allows them to justify their purchases. Therefore, we postulate that intrinsic motivational factors, e.g., the perception of being fun, enjoyable, and playful, assert as much influence as the external financial rewards stemming from online purchasing.
Moreover, a cultural difference has an effect on the perceived usefulness, perceived ease of use, trust, and usage intention in an e-commerce environment [24, 25] . Ng [26] argues that consumer's purchasing intention and trust is moderated by their culture, leading to different buying behaviors. In Thailand where people tend to avoid ambiguous or unknown situations [27] , many consumers engage in commercial activities under the obscurity of SNSs; they often utilize multiple mobile communication channels or use several SNS applications along with a variety of aliases. For the older generation or less tech-savvy Thais, they can rely on their children, friends and family to make purchases on their behalf. SNSs often lessen consumer's purchase anxiety until face-to-face trust is established. In a conflict avoidance culture, many Thais usually communicate or behave more aggressively while online; they behave as if SNSs can shield themselves from their aggression or negative emotions. We also propose that a conflict avoidance mindset plays a key role in the widespread acceptance of C2C scommerce activities in Thailand.
User-generated Content
Quality user-generated content can propel C2C s-commerce activities. Quality information helps build trust [28] and higher consumer trust leads to higher purchase intention [29] . User-generated content includes text and rich media, blogs, forums, wikis, chats, tweets, digital images, and videos. Additionally, a consumer's profile on SNSs, including rating and images, is critical to one's identity [30] . There are two aspects of user-generated content: (1) Seller-generated content (e.g., personal profile, number of friends, product information, product reviews, and history information). Sellers can create their profile, images, product description, payment methods and other contents to differentiate themselves from other vendors. (2) Buyer-generated content (e.g., product comments, reviews, and the number of "likes"). It is likely that the information shared or posted by friends, families, and followers influences consumers' purchase decisions. Also, products bought or used by friends, families, or followers, as displayed on SNSs, also help the users explore and later accept new products and services. Therefore, we postulate that the quality of user-generated content promotes C2C s-commerce in Thailand.
Information and Communication Technologies (ICT)
The Information and Communication Technologies (ICT) domain refers to technologies that perform business transactions through communications technology such as the Internet, wireless networks, and mobile technologies. C2C s-commerce activities in Thailand often takes place on Facebook, which is the preferred platform among Thai consumers. In fact, Thailand is the world's top ten users of Facebook [31] . Sellers can 
Virtual Community Management
A virtual community that supports C2C s-commerce needs constant cooperation among its members. A virtual community of buyers has higher bargaining power over individual sellers. Research shows that familiarity, similarity and structural assurance influence purchase intention and trust [32] . Facebook is often the platform of choice for C2C s-commerce transactions and virtual communities. It often provides the written or unwritten rules, regulations, and policies enacted by group administrators, who create and manage a variety of different consumer groups. In C2C s-commerce settings, it is also necessary for sellers to manage business processes, strategies, policies and leverage the communication channels of virtual communities to enhance their relationships with existing and potential buyers. Sellers who communicate a well-defined business strategy along with a systematic delivery process can influence purchasing intention.
As a collectivist society, Thai consumers understand the values of group bargaining.
However, without enforcing the enacted rules and policies, the process of negotiation often turns chaotic. Facebook groups often associate consumers with common purchasing goals or product interests. These groups are usually operated or maintained by 
Implications for Future Research
This article proposes a conceptual framework that assists in the understanding of C2C scommerce in Thailand. Future research may extend our proposed dimensions to other developing countries similar to Thailand, where the establishment of traditional ecommerce or B2C s-commerce is often less than ideal. For virtual community management, researchers may propose a set of predictors that may lead to consumer's cooperation and social ties. Researchers can examine the effects of user-generated content on unplanned or impulse purchasing. Individual personality and motivation could influence trust and purchase intention, while social network features of SNSs can reduce or mitigate buying anxiety and bring about trust among consumers.
Practically, sellers can examine these dimensions and find ways to attract buyers, increase customer satisfaction, or revitalize their business strategy. For example, buyer-generated content can be analyzed for customer dissatisfaction or new product offerings. Sellers can pay more attention to information quality as they advertise new products, communicate their purchase agreements, and respond to consumers' postings.
Conclusion
Thailand is one of Southeast Asia early adopters of smartphones and social networking applications. This article presents the conceptual framework of C2C s-commerce in Thailand. By modifying the existing frameworks, we proposed a set of drivers, i.e., personality and motivation, user-generated content, ICT, and virtual community management, which empower Thai users to conduct online businesses on Facebook and other social networking websites. We postulate that these drivers are the reasons behind the flourishing C2C s-commerce activities in Thailand. Exposing these drivers differentiates C2C s-commerce in Thailand from other traditional e-commerce and B2C s-commerce settings elsewhere.
